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House Keeping 

 Use the chat feature on the right side of 
the screen to ask questions. 

 If we are unable to get to your question, 
it will be posted with the answer in the 
forum section on the conference web-
page. 

 PowerPoint will be available on the session 
page 24 hours after the session is 
complete. 
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Engaging Your Legislator 
  



Why Engage Your Legislator 

 Legislative action can be most effective 

 Sometimes it’s the only effective action 

 Helps you to define your issue 

 Creates positive publicity 

 Gains you powerful allies 

 



You’re powerful 

Dr. Gregory Hawker addresses 

attendees at Gallia, Jackson, 

Vinton, and Lawrence Counties 

Hunger Summit. 

You have: 
 Presence and contacts in 

community 
 Knowledge of local power 

players, good speakers, who 
needs to be in the room 

 Legitimacy to efforts, 
introduction of federal 
issues to local community 

 Broad-based advocacy 
platform; more than 
national service 

 Local relationships with local 
commissioners, mayors, 
district staff, media 
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Comments on Social Media Sites
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News Editorial Endorsement of an Issue

Visit from  Lobbyist

Comments During a Telephone Town Hall

Phone Calls

Individualized Email Messages

Individualized Postal Letters

Contact from a Constituent Who Represents…

In-Person Issue Visits from Constituents

A Lot of Positive Influence Some Influence



92.5% 

43.8% 

35% 

7.5% 

46.3% 

57.5% 

10% 

7.5% 

Very Likely Somewhat Likely Not Likely at All

How Likely is a House Scheduler to Schedule a Meeting 
if the Request is From:  

Copyright 2013: Congressional Management 
Foundation 

District based individual / 
constituent representing a group 
with members / supporters / 
employees in our district 
 

District based 
individual/constituent 
representing a group with 
members/ supporters/employees 
in our state (but not our district) 

DC-based individual from 
association, nonprofit, or 
corporation representing a group 
with members/supporters/ 
employees in our district 

From 2013 CMF Survey of House Schedulers 



You’re the expert 

• Most legislators are generalists 
• You work directly with constituents and know the 

impacts of policy on constituents  
• You see changes and trends in communities first 



Engage Legislators Before You 
Need Them  

“Here's a little note 
from somebody in 
my district. She 
says--she signed 
this plate at the 
foodbank, the local 
foodbank. She said: 
Without help from 
the foodbank, I 
would be on the 
streets. I struggle 
every day to make 
ends meet so my 
kids have a place to 
lay their heads at 
night. I have a job, 
but with two kids, 
it's still very hard. I 
have a lot of 
trouble paying rent 
and bills. I just wish 
there were more 
help to parents like 
myself.” 



Know Your Legislator 

 Find out history, areas of interest, past 
involvement 

 Tell legislators what you’re doing for their 
community 

 Know the issues 
 Share your knowledge 
 Say “thank you” 
 Ask for what you want 
 It’s all about the personal touch 
 Call and find out who your primary contact for 

your issue will be. Staff are very important. 
 You don’t have to do it by yourself 

 



Powerful Tools 

 Constituent conference call 
 Site visit 
 District office visit 
 DC visit 
 Call-in days 
 Petitions 
 Letters of support 
 Resolutions, proclamations 
 Media 

 



Analysis of Model Invitation Letter 

Dear [State or Federal Elected Official]: 
  
We know that securing Ohio and our nation’s future will take the hard work and commitment of many 
partners. We are fully committed to improving outcomes for our community and know that you are 
too. 
  
The [_________] program  is making a big difference for the community we serve. We would be 
honored to host a visit by [Senator or Representative ______] to visit [program site] and see it in 
action. Based on the [Senator or Representative ______]’s travel schedule, we can work with your 
office to determine a date and time for the visit.  
  
[Add brief paragraph summarizing the work the AmeriCorps member is engaged in and how this 
builds the capacity of your organization and community.] I’ve enclosed more information on this and 
other programs and look forward to discussing them with you.  
  
[Add brief paragraph that provides background information on your organization] 
  
A member of our staff will follow up with your offices. Please don’t hesitate to contact [yourself or 
staff contact, phone number & email if not included below] at your earliest convenience with any 
questions or suggestions. 
  
We look forward to demonstrating the benefits of this program in person, sharing our interests and 
beginning a conversation that leads to development of effective and efficient strategies, insight on our 
individual roles and a focus on critical issues. 
 
Sincerely, 
  
Enclosure [include scheduling request] 
 



Ideas for successful site visits 

 Basic tour 

 Community Meeting 

 Activity Based 

 Client and Program Interaction 

 



Follow up  

 Timely 

 Reinforce key points and ask 

 Include media hits and contact 
information of those present  

 Invite out to specific event, standing 
invitation to visit 

 “Thank yous” are good news; 

 be the bearer 

 



How do you know which 
snowflake breaks the branch? 

 
 



Tools/materials for engagement 

1) Persuasive data about the issue/need 

2) Compelling stories about the issue/need 

3) Secondary negative impacts of the issue/need, if 
applicable 

4) Clear information about the proposed intervention(s)– 
your “ask” 

5) Tools for your legislative champions 

6) Outcomes and other data demonstrating the past success 
of the intervention(s)  

7) Success stories that demonstrate the plausibility of the 
intervention(s) 

8) Secondary positive outcomes of proposed intervention(s), 
if applicable 



Our “Case Study” 

 The issue: widening income disparity 
between elves in the North Pole has led to 
increased candy insecurity, especially 
among households with elfin children 

 The proposed intervention/ask: 
universal free school candy 

 The legislative target:         
Representative Grinch,                     
North Pole 3rd District 



Persuasive Data 

Data is the simplest place to start when 
engaging legislators, and it’s easy to make 
visual and digestible 

 Data should come from reputable, non-
partisan sources whenever possible 

 Data should be localized whenever 
possible 

 Data can tell a story through comparison 
(historical, geographical, etc.) 



Persuasive Data 



Persuasive Data 



Persuasive Data 



Persuasive Data 



Persuasive Data: Case Study 

Last year, 34% of the elves served by 
candy banks in North Pole District 3 
were children 

Start with the basics. Be direct.  

Localize the data to Rep. Grinch 

One in four elfin children don’t always know 
where their next serving of candy will come from 



Compelling Stories 

Data is always more compelling when paired 
with stories to put a “face” to the bigger 
picture and personalize the issue 

 Stories can be from both “recipients” and 
“stakeholders” 

 Stories = quotes, photos, profiles, 
anecdotes, testimony 

 Rules of thumb: stories have a three-year 
shelf-life; don’t misrepresent or use the 
story in a way the teller didn’t permit 



Compelling Stories 
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Compelling Stories 

Suggestions for story collecting: 

 Be sensitive; don’t put words in their 
mouths; don’t ask for too much all at once 

 Always get a signed photo and/or story 
release (samples available), and make your 
intentions for the story clear 

 If you’re worried about the interaction 
between storyteller and interviewer, remove 
the interviewer completely: let storytellers 
write or record their story on their own 



Compelling Stories: Case Study 

If Rep. Grinch isn’t able/willing to see the “story” in 
person in his district, bring stories to him!  

Encouraging a visit to a 
service provider in the 
legislator’s district is always 
recommended, but if you 
can’t get them to take that 
step, brainstorm about how 
you can take the story “on 
the road” – stories can be 
packaged in many ways 



Secondary Impacts 

One issue/need usually leads to related 
impacts. You may be focused on the basic 
“moral” need for your proposed intervention, 
but what other impacts is this issue/need 
having on constituents? 

 What appeals to your specific audience? Do 
your research! 

 Find common ground 

 Use these related arguments to set your 
“ask” apart from the others 



Secondary Impacts 



Secondary Impacts: Case Study 

Not enough candy = 
poor nutrition, hunger 

Poor nutrition = reduced 
cognitive ability, lower academic 
performance among adolescent 
elves 

Reduced academic achievement 
= lower worker productivity 
among adult elves 



Your “Ask” 

Never assume that any legislator or 
legislative aide is familiar with all of the 
details of your proposed intervention– not 
even your champions. 

 Is your “ask” a brand new one? If not, how 
does it compare to previous interventions? 

 What justification is there for your specific 
ask? (i.e., how’d you come up with that 
dollar amount?) 

 What do you need from them? 



Your “Ask” 
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Your “Ask”: Case Study 

We are seeking 
your vote in 

support of North 
Pole Bill 42, 
which would 

provide a 50% 
matching 

reimbursement 
to school districts 

for providing 
universal free 
school candy 

 It is difficult to 
make an ask at 
the same time 
you are 
educating about 
the need 

 Whenever 
possible, use 
Nora’s tips for 
creating 
relationships 
before coming to 
the “ask” 



Tools for Champions 

Your legislative champions have incredible 
demands on their time and attention– 
provide them with simple, useful tools to 
keep your issue and “ask” in the forefront 

 Can you put useful information at their 
fingertips? 

 Can you help them make the case? 

 Can you even use a “trash and trinket” to 
keep them connected to your issue? 



Tools for Champions 
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Tools for Champions: Case Study 

 You’ve thrown a lot of 
information at your 
legislative champion(s) 

 Give them a document 
that summarizes the 
most important points 
and that’s easy to get to 
and reference again and 
again 



Positive Outcomes 

It’s important that you demonstrate what has 
been achieved, either through current 
interventions or studies/pilots of proposed 
interventions. 

 What were the outcomes of past 
interventions (if applicable)? 

 Any studies/evaluations available? 

 Proposing a new intervention? Do whatever 
you can to demonstrate that it’s evidence-
based 



Positive Outcomes 
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Positive Outcomes: Case Study 

 Demonstrating positive outcomes can be 
done through a number of mediums 

◦ You’re probably tracking a lot of the           
data you need already!                             
(test scores of elfin children) 

◦ You can evaluate with a              
representative group, even if                      
you have few resources                            
(send surveys home to elf                     
parents with children in pilot school) 



Success Stories 

If possible, it’s great to get success stories or 
testimonies of gratitude in front of legislators 
to provide examples (beyond the data) of the 
justification for your “ask.” 

 Grateful recipients are usually more willing 
than you’d think to share their story 

 Testimony from community leaders, people 
in the public eye, etc. is a huge bonus 

 Also a good way to thank champions 



Success Stories 
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Success Stories: Case Study 

Locate your champions 
and your success stories, 
and keep in touch! 

“I know how hard it would be to get 
my job done without the cookies left 
for me, and I’m a grown up. The 
universal school candy program we 
piloted in North Pole District 2 has 
been so successful, we’ve noticed a 
10% increase in academic 
performance after just one year! Elf 
parents are constantly writing me 
letters praising the program.” 

- Santa Claus 



Secondary Outcomes 

Just as your issue/need had related impacts, 
your intervention may have secondary 
positive outcomes beyond your primary 
focus. What other outcomes is this 
intervention having on constituents? 

 What appeals to your specific audience? Do 
your research! 

 Find common ground 

 Use these related arguments to set your 
“ask” apart from the others 



Secondary Outcomes 
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Secondary Outcomes: Case Study 

Measuring outcomes, especially 
secondary ones, can be difficult. 
But be creative! Even anecdotal 
evidence is compelling. 

Whether you’re able to 
demonstrate improved behavior 
among elves in schools with 
universal candy, or you’re able to 
get a quote from a teacher who 
has noticed a reduction in 
disciplinary issues, share that 
information! And think about what 
outcomes in which your target 
legislator would be interested. 



Resources 

 



Questions and Answers – Use Chat 
Feature on Right Side of Screen 

 



Reminders 

 All session content will be available on the 
VISTA campus page after the conference. 

 

 Additional Questions can be posed on the 
forums on the conference page. Check 
back often for responses. 

 

 Thank you for participating in the first 
annual VISTA Supervisor Conference 


